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Abstract 

Tourism is an informative and the global industry. The choice and share for travel 
experience gradually transfer the browsing Network Information. The tourists’ reviews which 
are formed through the searching, discussing and sharing of the product information influence 
the destination’s Image and tourists’ decisions. 

Travel Information becomes influenced with the development of social network. " 
TripAdvisor " is The world's largest travel community website and it provides multiple travel 
information for users. In order to reach the goal of sustainable development, Taroko National 
Park not only implemented domestic satisfaction survey, but also evaluated the internet 
reviews of international tourists. Learning form the comments of internationals tourists can 
understand the tourism Images and satisfaction of international tourists. 

This study aims to discuss the internet reviews of international tourists to Taroko National 
Park. Mining technology was used to collect the internet reviews of international tourists to 
Taroko National Park from June 29th 2010 to March 25th 2016. The total numbers of 
effective samples were 568 and the emotional scores were 2488, which were quantified 
through the evaluation facets constructed by sentiment indicators. Through the descriptive 
statistic analysis, it shows that the satisfaction of international tourists for Taroko National 
Park is up to 4.5 or more stars while there are no significant differences in the satisfaction of 
international tourists between different nations. Moreover, the positive discussions in 
psychological experiences, travel advices, service management, recreational attractions, 
traffic management and willingness to revisit are more than negative ones. “psychological 
experiences” are described the most, and followed by the suggestions of “service 
management”, however, “safety facilities” are negatively discussed. The results show that 
Asian tourists have the most negative emotions in “safe environment” and “passenger 
congestion”, American tourists express many protests in “facility indication”, European 
tourists need “Commentary Service”, and finally Oceania tourists fail to get valid information 
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in “obtain information”. At last, suggestions are offered to Taroko National Park for 
satisfaction improvement and future decision making of tourism policy. 
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